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ANALISIS STRATEGI CUSTOMER RELATIONSHIP MANAGEMENT 
(CRM) PT ASTRA INTERNATIONAL – TOYOTA SALES OPERATION 
(AUTO2000) DALAM MENINGKATKAN LOYALITAS PELANGGAN 
MELALUI PROGRAM APLIKASI AUTO2000 FUN 
 
ABSTRAK 
Oleh: Febisantika Hanura Putri 
 
Customer Relationship Management (CRM) merupakan salah satu strategi yang 
memiliki tujuan untuk meningkatkan pertumbuhan profitabilitas perusahaan dalam 
jangka panjang. Penelitian dengan judul “Analisis Strategi Customer Relationship 
Management (CRM) PT Astra International – Toyota Sales Operation (AUTO2000) 
dalam Meningkatkan Loyalitas Pelanggan Melalui Program Aplikasi AUTO2000 
Fun” ini bertujuan menggambarkan strategi Customer Relationship Management yang 
dilaksanakan PT Astra International – Toyota Sales Operation (AUTO2000) melalui 
program aplikasi mobile AUTO2000 Fun untuk meningkatkan loyalitas 
pelanggannya. Loyalitas pelanggan dapat dijadikan sebagai bukti bahwa seorang 
konsumen memiliki sikap yang positif terhadap perusahaan. AUTO2000 mengikuti 
perkembangan teknologi di era digital seperti saat ini dengan membuat salah satu alat 
CRM yang menggabungkan teknologi internet dan electronic customer care ke dalam 
sebuah aplikasi mobile yaitu AUTO2000 Fun. Penelitian ini merupakan penelitian 
kualitatif deskriptiif dengan menggunakan paradigma post-positivisme dan dengan 
metode studi kasus. Data primer diperoleh dari hasil wawancara mendalam dengan 
pihak internal dari PT Astra International – Toyota Sales Operation (AUTO2000). 
Hasil penelitian menunjukan bahwa strataegi CRM PT Astra International – Toyota 
Sales Operation (AUTO2000) dapat meningkatkan loyalitas pelanggan dan program 
CRM yang dibuat telah menjalankan keseluruhan konsep proses implementasi 
program CRM menurut Buttle, dengan menggunakan fungsi ECC (Electronic 
Customer Care) yaitu menggunakan teknologi informasi dalam menjalin hubungan 
dengan pelanggan yang menghasilkan konsep seperti layanan mandiri yang 
dituangkan dalam aplikasi AUTO2000 Fun. 
 
Kata kunci: Customer Relationship Management, Loyalitas pelanggan, Electronic Customer care.  
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ANALYSIS OF CUSTOMER RELATIONSHIP MANAGEMENT (CRM) 
STRATEGY OF PT ASTRA INTERNATIONAL - TOYOTA SALES 
OPERATION (AUTO2000) IN IMPROVING CUSTOMER LOYALTY 
THROUGH AUTO2000 FUN APPLICATION PROGRAM 
 
ABSTRACT 
By: Febisantika Hanura Putri 
 
Customer Relationship Management (CRM) is one of the strategies that has the aim 
of increasing the company's profitability growth in the long run. The study with the 
title "Analysis of PT Astra International Customer Relationship Management (CRM) 
Strategy - Toyota Sales Operation (AUTO2000) in Increasing Customer Loyalty 
through the AUTO2000 Fun Application Program" aims to describe the Customer 
Relationship Management strategy implemented by PT Astra International - Toyota 
Sales Operation (AUTO2000) through the AUTO2000 Fun mobile application 
program to increase customer loyalty. Customer loyalty can be used as evidence that 
a consumer has a positive attitude towards the company. AUTO2000 follows the 
development of technology in the digital era as it is today by creating a CRM tool that 
combines internet technology and electronic customer care into a mobile application 
that is AUTO2000 Fun. This research is a descriptive qualitative research using the 
post-positivism paradigm and with the case study method. Primary data were obtained 
from in-depth interviews with internal parties from PT Astra International - Toyota 
Sales Operation (AUTO2000). The results showed that the PT Astra International - 
Toyota Sales Operation (AUTO2000) CRM strata could increase customer loyalty and 
the CRM program created had carried out the whole concept of the CRM program 
implementation process according to Buttle, by using the ECC (Electronic Customer 
Care) function, namely using information technology in establish relationships with 
customers that produce concepts such as self-service as outlined in the AUTO2000 
Fun application. 
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